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ABSXBACS , . 

A aasvoy lavolviag profaaaors at U anivacaltiea tkat 
offer ad vartiaiaq prograaa vaa coadactad to diacover .how advartiaiag^ 
aaaaaaioat eoaraaia ware tanghtt aliat raaoatoea jiara atillaad* what 
problaaa hava bofa iaearrad^ what traada Aava baaa obaarved^ a&d ahat 
laprovaaaata vara racoaaaadad. Baaponaaa ladicatad that caaaa vara 
the aoat coaaoa klad of iaatructioaal aids and that dlaeaaaloa aaa 
tha aoat. pravalaat foraat* Savaral raapoadaata raportad the aaa of a 
proiact aa a taachiag davlca vhlla othara aaad a variety of realiatic 
etaroiaea* The aalor problea reported ia taaohiag aaa the poor 
preparatioa of the atadeata vhile the aalpr problaaa raportad for 
atadeata aere their lack of baaiseaa or aarketiag afcilla or 
preparation* laoh of career goala» aad general aotivation probleva* 
Boat reapondeata reported that their achoolii had aade no aajor 
ehangea ia the coarse daring the paat two or^ three years* and thoae 
reporting ehaag^a indicated that these ohangea only involved adding 
nev teatbooks and apdating or reviaing easea* Aaked to design the 
ideal advertiaing aanageaent oonrae, the «;e8pondent8 noted that aach 
...a^joojirse voald need aore and better cases* a good readings teitbook* 
realistic exercises* saall^groap siaalationa* and aaall claasea. They' 
alao aaggeated that the ideal coarae aoald explain how advertiaing 
aanageaent diTffers froa noraal aanageaent procesaes. fThe 
gaestioanaire need ia appended.) (TJ) 



• Beprodactions sapplied by BDBS are the bast that can be aade * 

* froa the original docuaent. * 
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Om Qf tha wtyi in whieh «• can Iq^cova ^ tMehing Qf atfvartising eourMt 
is to exel^m9s i4Ms and laasn fna ona anothar; as iia ara doing hava today with 
tba advartiaing nanaganant couraa. To t»iat and, it aaana appvopriata to aurvay 
, a niatoar of advarUaing adueatora about hew thay taaeh thair eooraaa, what raseuroae 
thay ittiliia, idiat pMbXama thay iaour, nhat'trands thay obiarvaf and %iliat ioprova* 
aanta tliay Moonand. 

Forty qiiaationnairaa tiara nailad aarliar this sunner to profasso^s at a 
mabar of wiivarsitias that offor advartising prograas. Znoludad nara all institu- 
tions that hava an advartising program aecraditad by tha Anarican Council on 
Bduoation for Joumalisn.. Twanty-aight ^ tha quastionnairas vara ratumad by 
tha daadlina* which X% a'^vanty paroant ratum rata « and tha infomation froai 
tha quaationnairaa oonatitutas tha baaia of this papar. Znoidantally, not all 
quastions vara answarad by all raspondants* so tha total raaponsas will not always 
ba tha aaaa. Tha conplata tabulatad 4ta /are inoludad in the appendix of this 



paper, * 



Because this survey was conducted for this journalism mseting* the schools 
surveyed were most often in a journalism or coonunications settings three-quarters 
of the responding schools were oriented toward journalism or ccBBunieations* and 
of the fourteen achools reporting that an advartising management course is offered* 
ten were in joumaliam or < communications # three were in marketing or business « 
and one was a separate department. Exactly half the responding schools have an 
advartising management course « and half do not. 

Of the fourteen schools with im advertising management or similar couriM* 
eight operate on the semester schedule^ and six on the quarter schedule. All but 
one of the semester sctioole offer three credit hours for the advertising manage- 
ment .couraei the one, exception offers three hours credit to gradiuTte students 
and four hours credit to undergraduates, of the six schools offer an advertising 
management course on the quarter system* two. schools of¥er four hours credit* 



twQ aehoolt otit thrM hours mdit* om offm five hours mAit, snd ons offsrs 
OM 9rsdttsts ors<.^lt. 

Kons of tht sdioeXs rsipondiim allews frsShMn or sophanorss to taks ths 
sdvsrtisiag Mnsgsnsat courss. Ssniors taks ths oourss at tuslvs of ths sdiooXsf 
gradttsts stu^nts taks it at slsvsn sehools* and juniors taks it at si jht schools. 
Ths aost cooBon class siss is 21-30 .stutents, which five of ths schools rsportsd. 
Msxt* in/ordsr, wsrs class sisss of 31-40 studsnts, at four schools i 11-20 studsnts 
psr class or psction, at tuo anhools* and ons school saoh rsportsd class sisss 
of 0-10 studsnts and anrs than fifty studsnts psr class or ssetion* 

ths aost proninsnt tsxtbook is ths Patti and Nurphy Hdvsrtisinq Manasamsnt ho0k« 
idiioh is ussd at four schools, that is fdHoned by no tsktbook, .at thrss schools, 
thsn thsrs ars sovsral books ussd at ons school sach» including a book of ninsty 
sdvsrtising asnagsBsnt problsns prsparsd at Vsxas Tsch. Casss ars ths aost cannon 
kind of othar instructional aids, followsd by joH^mal articles and by no othsr 
aatsrials, and thsn by using ons*s o«fn aatsrials and by using aanagsnsnt data. 
A rsadings book and audio-visual aatsrials also ars ussd to supplsnsnt tsxtbooks. 

Only ons school uses a *'tsaa caching" foraat for ths advertising aanagsnsnt 
courss. Discussion is ths pisvalsnt foxaat, followsd in ordsr by Iscturs and 
thsn by laboratory work. Howsvsr, ths discussions ars focussd around casss t naria^- 
nsnt casss ars. ussd in 45 percent of the class tine, followed by lectures, other 
(non-cass) discussions, projects, and reading. 

four of the schools uss a project in the advertising aanageaent course. 
Of thea, two use a siaulated project, one uses an actual situation for the project, ^ 
and one usss both siaulated and actual situations for the project. At two of 
the schools, students work individually on the project, and at the other two schools 
ths studsnts %Pork on ths project both individually and in groups. 



T¥ thirdt of tiw sdioeU with advevtisiim ttanaownnt ooursas vse otlmr 
MftUttie MnroiMt# besldat pcoj«ets. NMt oftmi, theM Maroiset an oates* 
bttt othav aaareiaaa inolute atudant-oondiiotad raaaasoh, roXa playing* goast. 
laottima* m)A f iald tripa and viaita to oooipaniaa. 

♦ 

Noat aoheola raport no major tfhangoa in tte advartiaiag aanaganant ooaraa 
during ttm paat two or thraa yaara. At tha acAioola that raport najor ehangaa, 
tha altarationa iaeluda tha addition of t Ta n t bo oka , raviaad and now caaaa* aora 
oaaaa« and dianging and updatad avary tarm. 

Slightly nora than half tha aohoola uaa advartiaing practitionara in thair 
advartiaing aianaganant oouraaa. Moat of tan, thaaa praotitionara ara utilisad 
aa guaat lacturara* followad by uaing than aa raaourcaa for projacta and amreiaaa, 

t 

and ona adwol uaaa praotitionara to jtidge projacta. 

The raapondante «iare aakad how thay jfouisd'daaign tha ideal advartiaing 
aHmaganant ooiiraa, and a wide variety of anawara were offered, fwo aohoola each 
reapohded that the ideal oourae would have either all oaaea or better eaaea, and 
two aohoola raported that the ideal oourae ia %diat they are already doing I Other 
idaala included the need for a good readinga book, the need for realiatio exereiaea, 
the need for amall-group aianilationa, the need for anal}er claaaea, and the need 
to explain how advartiaing managenent differa front nomal aanageaent prooeaaea. 
One reapondent noted tha need for learning objectivea that are followed on through 
to what the atudenta have achieved by the end of the oourae. 

Alnoat all the aohoola with advertiaing nanagenent couraes report that at 
leaat aoe« of their atudenta are able to find their firat profeaaional adverxlaing 
joba in advertiaing nanagenant poaitiona or in nanaganent-t raining poaitiona. 
The average waa that 24 percent of the atudenta atart in auch poaitiona, although 
that average waa akawed by soiae extreaMly high parcentagea at two achoola. Tha 
median percentage waa alightly leaa than twenty percent, and the range waa from 



no ttttdwits up' to Mvwity pemnt of tht iitttdonts atartiag in Buiaament types 

• ■ * • 

of positions. • ^ 

* 9 

\ 

Nhsn asksd about the biggest pcoblens in teaching advertising aanagenent, 
fron the instructor's perspective* the re^ndents repotted that poor preparation 
, and poor backgrounds on the part of the students was the leading problea^ *hen, 
tied for the next biggest preblen were heavy toMShing and grading loadsi 9/(^ 
of current cost figures # practiibai inforaation, and general nanagenent inforaation) 
a lack of tine available; and variations in the stu^nts* backgrounds and prepare* 
tions. Other problems were keeping current; lack of students* Maturity; and case 
nethod prcblens. 

As ' ix the prcblens for students learning about advertising neinagenent, 

I 

the leading problen was lack of business or aarketing skills or preparation. The 
next biggest student problens were lack of career goals and general notivation 
prcblens. Also listed as student problens were identifying with case naterials; 
-^underetandii g the scope of nanagenent problens; learning to nake decisions; learning 
frott the case nethod; not having lectures; and a lack of general understanding 
of ^''Banagenent." 

Most of the general cements were reflected in the answers to nore specific 
questions. A couple of enlightened individuals noted that this kind of survey 
should ba helpful to them, and nost of the respondents wanted to receive copies 
of the survey results — including more than half of those persons who teach at 
school^ that do not now offer an advertising management course. 

Coopered to past surveys of the advertising media course and the advertising 
campaigns course # it seems that the views of the respondents are more unified 
regarding the advertising management coxirse. This may be because relatively few 
schools teach advertising management cooq^ared with the nunber of schools offering 
advertising media and advertising campaigns. It may also be because the course 
goals, problems, and outlooks are more similar. 



s. 

Om ot Gonoem that is not obvious itm ths ourvsy nsults is that \ 
only half ths sdiiooU Msponding ottsr an advartising sMnagansat coarsa, and it 
■ay ywy mil ba that aost of tha non-ra«pendant sdioois did not catum tha 
qassUoanaira bsoansa thay hava no siich coma. Xf that is trua, thsa only 
allgliay aosa than a thicd of tha advartiaing pcogrssM aurvayad nould ba of faring 
an advartiaing aanagaBtat eoursa* ahieh ahouM ba a eansa of ooaoam to thosa 
of us hara today. 

fhis ovaryiaw, than* should provida a geaaral pattam of tha taaohing of « 
I tha advartiaing maaagaaant oouraa at a nuai^ of ua4^aitias. Tha dataiUd rasults 
also ara availabU in tha appendix to thU papar. » 

Oaing this infonation, poxhaps %fa can laam sonathing about how wa taa^i 
and, aora iaportantly, how «a caa[ ipprova tha advartiaing a»nag«annt ooursa. 
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mmnt VMmiUM o«ta from ^irvfy of Tteehiiig of Mkvortisiaff MmaoaMiit OoorMt 

1* At idtat ccdlofo or univsrsity do yoa toaeh? 

40j^loi|n«iro« mo aaiodi 38 imto raturaod. schools with i 'vortltlng 

amfMAt oovpsss «oro Arisoas stats, Brsks, Plorids, Otorgis nm, 

M^VPB Stats. Nsn York Univ. , Sorthssstom, Ors«on, Itete Zr 

2n?V?2!!if^; TSSI^? *^ '^^^ » 

!???Jjfl5!:w^*^4**^: Umlalana Stats/ North Csroliiia, Mortiism 
iiiittois (both jsarkstiiKr and joamaliMi dspartasnits) • itorth Toxas Stats, 

(CwcMlals)* Washiagton, Wtihington Stat4. 

• • * 

3. In iihat aoadsmie ssttin^ is your' advertising progrsn offsrsd? 
> 31 joumalin/ooBnimieatioas 

* 6 Mrksting/husinsss ^ 
1 othsr (DspartBsat of Advsrtising) 

?nLi!S!!.^JJ!f fS" ^''f*? • <^ «««•••) in advertising aaaagsBsnt 

.S?!???*?^!?*.^!!'*^**^ Advertising M^lsn Solving or sqm 

siadlar tiUe, but not ths seas as a oa^taigns oourss)? . 

14 yes 

M no 

4, under what tera system does your institution operate? r* 

8 ssoMster - 



S quarter 

Bolt luny m^t hours do students receive for your advertising management course? 
7 cnree aamiisi m Immim 



three ssmsster hours 
3 four qi^iirt»|r hours 
* 3 three quarter hours « / . 

1 five quarter hours 
1 one' graduate credit 

I three ssmsster hours for graduates, four ssmsster hours for undsrgrads 

SSsiTJ'c^"*^ are permitted to take your advertising management 

0 freshmen , . ^ » 

0 sop h omores 

8 juniors 

13 seniors ; " ^ 

II graduate stu^nts ' 



1 O-lp students 

3 11*30 students 
S 31-30 students 

4 31«-40 etudents 
, 0 41-50 students 

1 more than 50 students 



NhaV te it t booki art iiMd in your advertising «aa»i|iniat course? 

4 Mtti « Murphy . 
3 no textbook 

1 eadii Nyleni Anderson ft Bteryi Greyseri Saadage ft Fryburgeri 

Dirksen ft Xroageri Barban, Xristol, ft l& jeki Nright, Namer, 
Vinter* ft Ziegleri own bodk of 90 probleais. 

What swleaentary books or other insEruetional aids are used in your advertising 
««»gsMnt course? 

5 oases 

3 each I journalsrno other naterials 

2 each I nanagansnt datai own naterials 

1. eaehT 'readings book) audio-vi.tttal naterials 

Zs your advertising nanagcnsnt course "tean tau^t** (nore than one instructor)? 

1 y .'^ . * J 

12 no . 

tiould you describe the course foxnat as prinarily lecture » laboratory, or 
discussion? / ' / 

4 primarily lecture C 
1 prinarily laboratory ^ 
8 prinarily discussion 

Please indicate the approxinate proportion that each of the followiilg nsthbds 
of instruction is utilised in your advertising nanagenent course. 



Averaces 


Ranges 


25« 


0-60% 


45% 


-O^IOOH 


18% 


0-S0% 


0% 


0% 


5% 


0-30% 


1% 


0-15% 


6% 


0-70% 



lectures 
cases 

discussions 
laboratory work 
projects 
reading 



Zs there a project in your advertising nanagenent course? 
9 no ' 
4 yes 

Are the projects sinulated or actual situations? 
2 sinulated 
1 actual 

1 both 

Do the students work individuaUy or in teons OQ^the project (s)? 

2 individually 
% 0 in grot^s 

2 both 

\ 

Other than projects, are other realistic ek^ciBttB included in your advertising 
nanagenent cotirse? 
4 no 

8 yest 6 cases 

1 each} guest lecturers i field trips, visits to conqpanies) 
student-conducted research; role playing. 




HAW tteM bMn any najor ohangas in your advertlalAg nana^WMnt ooum during 
thm past two or thraa years? i 

9 . no 

4 yosi 1 aacht addition of texts) revised and new eases) nore cases» 

ohanQdfl and updated every tern. 

Do you use advertising practitioners (i.e., advertisii t agencies and .firm) 
in your advertising aanagement course? 

6 no ^ . 

7 yest S guest lecturers 

4 resources for projected and exercises 
1 judging projects 

Hem would you design tlie ideal advertising laanagenent course? 

2 eaohs all cases and/orbetter cases) we have the ideal course. 
1 eaoht need good readtfigs book) not seeking aajor changes/isprovenents) 
need realistic exercises) needs to be differentiated fros 
caapaigns course) ssMll-grovq^ siaulations) learning objectives 
that carry through to what students actually have achieved by 
end of course) no nore than ten students ^ hew advertising . 
« manageiMnt differs from nomal nanagenent processes. 

Are students in your advertising progi^an able to find their first professional 
advertising jobs in nanageabnt-positiions or aanagenent^training positions? 



10 yes (Mhat percent 
24%) aedian of 

1 no 

\ 



of students start with such jobs? Average of 
19%) range of 0-75%) 



What do you consider the bi/ggest i»:oblem(s) in teachigjfo advertising nanagement 
(f ran the instructor's perspective)? ' T 

3 students not prepared, poor background. 

2 each t heavy teaching/grading load) Xack of current coat, practical, 
management information) variation in students/ backgrounds 
and preparations) lack of timi* available. 

1 each) case method problems) lack of students' maturity^) keeping current. 

What do you consider the biggest- problem <^ for students "^ t^ mlng about 
advertising management? . 

5 iack of bueiness/marketing skills and preparation. 

2 each I motivation) lack of career goals. 

1 eaehs case method) no lectures) learning to make decisions) 

understanding "Hnanagement)" identifying with case material) 
scope of management problems. ^ 

Would you care to( add any comments? 

^-Gur course is taught by another department. I should not have filled 
this out since I . learned I know too little about what Is happening in 
the course. New course) we are in trial-and-error. Many of our courses 
deal with management. Students take qf 'rses in marketing and business 
administration to provide them with management and decision making 
inaights. Our madia course has some management concerns. Me need such, 
a course but do not have adequate staff. We hope to add such a course. 
Thanks* Good luck. Anxious to learn the results of this study. This 
should be helpful. 



